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Harnessing the Power of Data to Help Clients
Achieve Organizational Goals
Data to support strategic decisions to improve on products and
services. Since 1979, our experience with study and instrument
design, data collection, analysis, and formal presentation assists
our clients in identifying the “why” and “what’s next.”
Talent with a knowledge base in a wide range of industries and
methodologies ensures a 360º view of the challenges faced and
the expertise to address them.

In-depth Interviews
Telephone Surveys
Digital Surveys
Focus Groups
Journey Mapping

Solutions that are customized to provide a personalized
approach of understanding organizational, employee, and
customer needs allowing for more informed decisions.
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Project Overview
๏

GreatBlue was commissioned by Lodi Electric Utility (hereinafter “Lodi Electric” or “Lodi”) to conduct
comprehensive research among its residential and commercial customers to gain a deeper understanding into
their perceptions of the utility and satisfaction with the services provided.

๏

The primary goals of this research study were to assess the effectiveness of Lodi’s ability to serve its customers,
identify areas for improvement, and isolate areas that may increase engagement.

๏

In order to service these research goals, GreatBlue conducted telephone and digital surveys among a random
sampling of Lodi’s residential customers. A focus group of residential customers and in-depth interviews of
commercial customers were conducted to inform the subject matter of the survey and, where applicable, aid in
elaborating on survey findings.

๏

The outcome of this research will enable Lodi personnel to a) more clearly understand, and ultimately set,
customer expectations, b) act on near term opportunities for improvement and, c) create a strategic roadmap to
increase customer satisfaction.
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The Lodi Electric Utility Customer Satisfaction Study leveraged
a multi-mode research methodology to address the following
areas of investigation:

Areas of
Investigation

๏

Perception of local utilities and area organizations

๏

Rating Lodi’s organizational characteristics

๏

Satisfaction with customer service and/or field personnel

๏

Awareness and importance of Lodi’s municipal ownership

๏

Satisfaction with Lodi electric bill and evaluation of Lodi’s
electric rates

๏

Preferred methods of communication

๏

Outage restoration satisfaction

๏

Interest in services and products oﬀered by Lodi

๏

Demographic profile of respondents

Research Methodology Snapshot
Methodology

No. of Completes

Telephone /
Digital

Phone: 601
Online: 278

Target

Residential

Quality Assurance

Dual-level**

No. of Questions

Incentive

Sample

60*

None

Customer list

Confidence Level

Research Dates

95%

October 3 - 24

Margin of Error

Phone: 3.9%
Online: 5.8%

* This represents the total possible number of questions; not all respondents will answer all questions based on skip patterns and other instrument bias.
** Supervisory personnel in addition to computer-aided interviewing platform ensure the integrity of the data is accurate.
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Telephone Survey Respondent Snapshot
This slide quantifies select data points to provide context for the quantitative
research study. The following graphs provide an empirical view into the
demographics of the survey respondents.
Age

Education
(45-54)
12.8%

(55-64)
14.3%

(35-44)
17.1%

(18-34)
19.8%

Female
50.4%
Male
49.6%

High school, GED
30.4%

Residency

Refused
8.2%
(65+)
31.1%

Gender

Post graduate
12.6%

2 year college
22.0%

4 year college grad
26.8%
Refused
4.8%
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Own
59.2%

Rent
33.3%

Refused
7.5%
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Digital Survey Respondent Snapshot
Gender

This slide quantifies select data points to provide context for the quantitative
research study. The following graphs provide an empirical view into the
demographics of the survey respondents.
Age

Education
(45-54)
17.6%
(55-64)
21.2%

(35-44)
23.4%

(18-34)
14.8%

(65+)
21.2%

Male
35.6%

High school,
GED
2 year college
Refused 16.5%
27.7%
3.6%
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Rather not
say
10.1%

Residency
Own
71.5%

Post graduate
23.0%

Refused
1.8%

Female
54.3%

4 year college
grad
29.1%

Rent
26.3%

Refused
2.2%
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Research Methodology Snapshot

Methodology

Target

Participant Incentive

Sample

Residential
Customers

$75/participant

Customer List

Focus Group
11 participants

Length of Session

Discussion Moderation

Research Date

~90 minutes

GreatBlue

November 5
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Market Areas

Lodi, CA
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Research Methodology Snapshot

Methodology

In-depth
Interviews
6 interviews

Target

Participant Incentive

Sample

Commercial
Customers

$75/participant

Customer List

Length of Interview

~25-40 minutes
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Discussion Moderation

Research Dates

GreatBlue

November
5 - 19

Market Areas

Lodi, CA
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Focus Group
Participants:
Residential
Customers

Gender

5
10

Age

Male

6

Female

8

6

This slide quantifies select data
points to provide context for the
qualitative research study. The
following graphs provide an
empirical view into the segments
and demographics of the
participants.

4

4

2

2
1

0
0
18 to 34
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4

35 to 44

45 to 54

55 to 64

65 or older
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In-depth Interview
Participants:
Commercial
Customers
This slide quantifies select data
points to provide context for the
qualitative research study. The
following graphs provide an
empirical view into the segments
and demographics of the
participants.
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Participants…

Organization

Plant Manager

Pacific Coast Producers

Plant Manager

Schaefer Systems International, Inc.

Broker

DGP Real Estate

Senior Director of Facilities

Adventist Health Lodi Hospital

VP, Operations

Lustre-Cal Corporation

Facilities Director

Bond Manufacturing
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Key Study Findings
๏

When compared to other utilities (gas, phone, water, cable, etc.), over three-quarters of Lodi Electric customers surveyed
by phone in 2019 (76.9%) provided favorable ratings for the overall quality of customer service of their electric utility (50.2%
in the online survey). Customers gave the highest positive ratings for their gas company (86.5% phone, 78.5% online) and
phone company (83.6% phone, 72.2% online).

-

In addition, 67.5% (over 62.8% in 2016) of residential customers reported that Lodi Electric closely aligns with their
perception of an ideal utility experience.

๏

When rated on a series of eight (8) organizational characteristics, the average positive rating among customers surveyed by
phone increased in 2019 (73.7% over 62.7% in 2016). Notably, ratings for Lodi’s “community involvement” (75.3% over
58.9% in 2016) and “being open and honest about company operations and policies” (73.2% over 59.0% in 2016)
increased in 2019.

๏

Of those customers surveyed by phone who had an interaction with Lodi’s office personnel, roughly three-quarters (74.4%)
were either “very satisfied” or “somewhat satisfied” with the service provided by the Lodi Electric employee (compared to
49.2% of customers surveyed online).

-

Satisfaction with Lodi’s customer service department increased to 90.3% among phone respondents (93.3% online)
when the issue was resolved upon the first point of contact.

-

Focus group participants noted several issues when contacting Lodi’s customer service department, including an
inability to resolve their issue, unfriendly or rude representatives, and problems getting through to a representative to
handle their problem.
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Key Study Findings, continued
๏

In 2019, two-thirds of customer surveyed by phone (67.3%) noted things are “taken care of the first time” when they
contact Lodi Electric (compared to 22.7% in the online survey).

๏

Customers whose issues were resolved the first time they contacted Lodi provided a higher average positive rating for all
organizational characteristics (83.7% phone, 72.0% online) than customers who required multiple contacts to resolve
their issue.

๏

Over three-quarters of customers surveyed by phone (80.6%) were either “very satisfied” or “somewhat satisfied” with
the field representative that visited their home (54.6% in the online survey). Top reasons phone respondents required a
visit were for a “service problem” (29.0%) or an “energy audit” (19.4%).

๏

There was an increase in customers surveyed by phone who noted Lodi meets their expectations either “all of the time”
or “most of the time” (76.4% over 69.5% in 2016).

๏

Top expectations of residential phone respondents included “low rates / affordable service” (70.2%), “uninterrupted /
reliable service” (52.1%) and “good customer service” (51.9%).

Three-fifths of customers surveyed by phone (59.6%) were aware Lodi is a “Publicly Owned Municipal Utility” (compared
to 51.8% in the online survey). When rating the importance of several characteristics of municipal utilities, customers
prioritized “quick turnaround times when responding to outages” (90.0% phone, 82.4% online) and “staying on top of
maintenance and keeping up with investments in infrastructure” (89.2% phone, 84.1% online).
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Key Study Findings, continued
๏

An increased rate of customers surveyed by phone in 2019 noted “Lodi Electric charges are easy to understand” (84.4%
over 79.8% in 2016). More phone respondents also rated Lodi’s energy assistance programs for low income customers
(82.1% over 66.6% in 2016) and medical discount program (85.3% over 64.8% in 2016) as adequate financial
assistance programs.

๏

Over three-quarters of customers surveyed by phone (77.5%) are satisfied with the quality of electric service they receive
for the price they pay (61.2% in the online survey). 43.8% of phone respondents find Lodi’s rates to be “higher than
surrounding utilities” (56.5% in the online survey).

๏

Four-fifths of customers surveyed by phone (80.7%) have not experienced an outage in the past 12 months (62.6% in
the online survey). Of those that did experience an outage, 83.7% of phone respondents were satisfied with the outage
restoration time (85.6% in the online survey).

๏

Lodi scored a net positive score (advocate + loyal + satisfied) of 81.6% among phone respondents (55.0% in the online
survey). Three-quarters of customers surveyed by phone (76.2%) have “a great deal” or “some” trust in Lodi (51.8% in
the online survey).

๏

Both phone respondents (56.1%) and online respondents (81.7%) prefer to look for information about Lodi Electric
through the company’s website or the internet.

-

76.9% of phone respondents gave a positive rating for the “quality of information on LodiElectric.com."
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Perceptions of electric utility remain strong
Over three-quarters of customers surveyed by phone in 2019 (76.9% over 75.8% in 2016)
gave positive ratings on a scale of one (1) to ten (10), where ten is the most favorable
response, for the overall quality of customer service provided by their electric utility. A lower
rate of customers surveyed online (50.2%) gave positive ratings for their electric utility in this
area. Two-thirds of customers surveyed by phone (67.5%) noted Lodi closely compares to
their ideal utility (38.1% in the online survey).
100.0%

Q

67.5%

Of phone respondents
reported Lodi
compares closely to
their ideal utility

As I read a list of area organizations and companies providing services to you, please rate each on the
quality of their overall customer service. (w/o “Don’t Know” responses)

75.0%

78.4%
70.2%

70.9% 71.5%

78.9%

73.7%

83.6%

80.6%

73.7%

64.9%

50.0%

72.2%

38.1%

Of online
respondents
reported the same

88.0% 86.5%

75.8% 76.9%

52.3%

78.5%

50.2%

25.0%

Internet Provider

Cable TV Company

Water Company

2016 (ratings of 7-10)
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Phone Company

2019 Phone (ratings of 7-10)

Electric Utility

Gas Company

2019 Online (ratings of 7-10)
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Lodi’s service + staﬀ drive ratings
Customers surveyed by phone in 2019 provided an average positive rating of 73.7% regarding Lodi Electric’s organizational
characteristics (41.6% in the online survey). Customers provided the highest ratings for Lodi’s ability to “maintain modern
and reliable infrastructure” (81.9% phone, 44.8% online). Notable increases in positive ratings among customers surveyed
by phone were recorded for Lodi’s “community involvement” (+16.4 percentage points over 2016) and “being open and
honest about company operations and policies” (+14.2 percentage points). Lodi scored an overall satisfaction rating of
73.6% (phone), which is higher than the overall satisfaction rating among public power customers nationwide (70.5%)*.
2016
w/o DK

2019 Phone
w/o DK

2019 Online
w/o DK

Maintaining modern and reliable infrastructure

74.5

81.9

44.8

Helpful and knowledgeable staff

66.0

75.8

41.7

Community involvement

58.9

75.3

35.4

Overall satisfaction with Lodi Electric

67.0

73.6

46.0

Being open and honest about company operations and policies

59.0

73.2

35.7

Communicating with customers

64.2

71.5

46.7

Responding promptly to customers

64.9

70.1

41.6

Helping customers conserve electricity

56.0

68.1

40.6

Providing good service and value for the cost of electricity

53.6

**

**

Average positive ratings

62.7

73.7

41.6

Item: Organizational Characteristics

*The Public Power Data Source is a tool measuring customer satisfaction ratings and perceptions of trends in the
electric industry to help public power utilities benchmark themselves against other utilities and national averages.
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70.5%
National public power
overall satisfaction
rating*
(2018)

**Denotes question
was not asked in
2019 survey
instrument
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Satisfied with oﬃce personnel
Satisfaction with Lodi’s office personnel increased among customers surveyed by phone in 2019 (74.4% over 71.7% in 2016).
Dissatisfied phone respondents reported this stemmed from a “long wait” (23.6%), “rude / unfriendly” representatives (12.7%)
and “long lines / need more employees” (12.7%). However, fewer than one-half of customers surveyed online (49.2%) were
satisfied with Lodi’s office personnel. Primary reasons for contacting office personnel were to “make a payment” (35.2%) and to
“start / stop services” (29.6%).
100.0%

75.0%

Q

29.6%

35.2%

How satisfied were you with the service
provided by the Lodi Electric employee?

Make a payment
(Phone respondents)

71.7% 74.4%

16.1%

Start / stop
services

High bill / bill
error

(Phone respondents)

(Phone respondents)

Top Reasons for Contact

50.0%

49.2%

25.0%

48.4%
27.1%

23.1%
1.2% 2.5% 2.3%

Satisfied

Dissatisfied
2016 (N=350)

2019 Phone (N=199)

Don't know
2019 Online (N=132)
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23.6%

12.7%

Long wait

Rude / unfriendly

(Phone respondents)

(Phone respondents)

12.7%
Long lines / need
more employees
(Phone respondents)

Top Reasons for Dissatisfaction
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Low rate of first
contact resolution

100.0%

Roughly two-thirds of customers surveyed by
phone (67.3%) said Lodi “takes care of things the
first time” when they contact Lodi Electric (22.7%
in the online survey). Over nine-out-of-ten
customers reported satisfaction with the service
provided by the Lodi representative they
contacted (90.3% phone, 93.3% online).

Q

Generally, when you contact Lodi Electric, are things taken care of to your
satisfaction the first time, or must you have repeated contact with them?

75.0%

67.3%
59.4%
50.0%

41.7%

35.6%
25.0%

90.3%
Customer service satisfaction
among phone respondents
when the issue is resolved at
the first point of contact

28.9%
22.7%

20.1%

93.3%
Of online
respondents reported
the same

11.7% 12.5%
Takes care of things first time

Must have repeated contact

2016 (N=350)
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2019 Phone (N=199)

Varies/DK
2019 Online (N=132)
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Customer service problematic for residents
๏

Detailed findings from the focus groups uncover common problems residential customers are facing when contacting
Lodi’s customer service department. Several customers noted an inability for Lodi office personnel to resolve their
reason for contact the first time they call or visit the office. Issues with getting through to a customer service
representative were mentioned in the group, as well as an indifference to the customer’s reason for contact. Customers
also mentioned an inability for office personnel to provide an answer to their issue and being redirected elsewhere for a
solution (such as City Hall).

-

“I had to call yesterday because they sent me an incorrect bill. I was on hold for over a half an hour before someone finally answered. They confirmed that the
bill they sent out was wrong; not to worry. It was showing that I hadn’t paid the previous month when, in fact, I have automatic withdrawal.” - Resident

-

“I didn’t try to phone, I went down in person. I wanted to know how to lower my bill because it seems extraordinarily high. They don’t give very much
information on the bill, so I wanted an in-person explanation. The person that I was talking to is a gentleman who is very friendly; he was a little bit newer
and he ended up calling a supervisor who was not nice at all. He basically told me this is how it is, there is nothing you can do about it and that I needed to
go talk to City Hall.” - Resident

-

“I walk my dog in the evening when it’s starting to get dark and I’ve called them four times to fix safety and security lights and I’ve also taken a note twice to
City Hall and they are still not fixed which I find absolutely unbelievable.” - Resident

-

“Getting through was the first [problem]. The person on the other line didn’t seem to care at all about what I was calling about.” - Resident

-

“It’s impossible to get through. And, when you do, they don’t know what you’re talking about.” - Resident

Note: Copy in blue italics are quotes transcribed verbatim from the focus group session.
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Contact resolution improves ratings
2019 customer respondents who had their issues resolved on the first contact consistently provided a higher frequency of
positive ratings for the organization. Among those customers surveyed by phone whose issues were resolved upon first
contact, the average positive rating increased to 83.7% (from the average positive rating of 73.7% among all phone
respondents). The average positive rating among customers surveyed online increased to 72.0% (from the average positive
rating of 41.6% among all online respondents) when their issues were resolved at the first point of contact.
Item: Organizational Characteristics

2016
w/o DK

2016
2019 Phone 2019 Phone 2019 Online 2019 Online
First-contact
w/o DK
First-contact
w/o DK
First-contact
resolution
84.4
81.9
86.0
44.8
65.1

Maintaining modern and reliable infrastructure

74.5

Helpful and knowledgeable staff

66.0

80.5

75.8

87.2

41.7

80.0

Community involvement

58.9

73.8

75.3

87.9

35.4

66.6

Overall satisfaction with Lodi Electric

67.0

75.2

73.6

80.8

46.0

76.7

Being open and honest about company operations and policies

59.0

67.2

73.2

86.5

35.7

68.0

Communicating with customers

64.2

72.8

71.5

83.3

46.7

77.7

Responding promptly to customers questions and complaints

64.9

73.9

70.1

79.3

41.6

80.0

Helping customers conserve electricity

56.0

59.2

68.1

78.2

40.6

61.6

Providing good service and value for the cost of electricity

53.6

63.5

*

*

*

*

Average positive ratings (7-10)

62.7

72.3

73.7

83.7

41.6

72.0
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Satisfaction higher with field personnel
Customers surveyed by phone in 2019 reported higher ratings of satisfaction with field personnel (80.6%) than with
office personnel (74.4%). Additionally, more customers surveyed online expressed satisfaction with their field service
representative (54.6%) than their customer service representative (49.2%). The top reasons phone respondents
required a field visit included a “service problem” (29.0%) or an “energy audit” (19.4%).

100.0%

Q

75.0%

19.4%

Service problem

Energy audit

80.6%
65.3% 64.5%

Top Reasons for Visit

54.6%

50.0%

25.0%

29.0%

How satisfied were you with the service provided by the
Lodi Electric employee?

36.4%

31.8%
18.2%
16.1%
14.3%

Very satisfied

Somewhat satisfied
2016 (N=49)
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6.1%

3.2%

4.5%

Somewhat dissatisfied
2019 Phone (N=31)

10.2% 12.9%
Very dissatisfied

4.1%

3.2%

9.1%

Don't know

2019 Online (N=22)
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Commercial customers find Lodi staﬀ helpful +
easy to work with
Findings from the commercial in-depth interviews uncover strengths and weaknesses of Lodi as an organization.
Strengths noted among commercial customers include:

Weaknesses noted among commercial customers include:

Lodi representatives are “always eager to help and are always

Lodi does not offer a lot of renewable energy options and programs

available. They check-in with you even when you don’t have an issue.”

for commercial customers.

- Commercial customer

- Specifically seeking solar energy programs and offerings

“Customer service is amazing.” - Commercial customer

- “Recommend creating a more accurate alternate energy platform,

Lodi has a “desire to foster a program in any way to maximize your

can explore more.” - Commercial customer

productivity in your work space and facilities.” - Commercial customer

Issues with billing in the past (a year ago)

“We don’t experience a lot of outages and spikes.” - Commercial

Rates are not competitive with surrounding utilities.

customer

Confusion surrounds ECA (energy cost adjustment) - would like a

Forward-thinking and innovative organization

better understanding of how this is calculated and what this means

Lodi Electric is “easy to work with." - Commercial customer

Industrial infrastructure problems

Lodi Electric provides a high quality of electric service.

Would like the organization to overall be more visible in the community

- Consistent and reliable electric service
“Lodi is instrumental in getting us the best electric rates they can.” Commercial customer

Note: Copy in blue italics are quotes transcribed verbatim from the in-depth interviews.
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Expectations increasingly being met
In 2019, an increased frequency of customers surveyed by phone said Lodi meets their expectations “all of the time” or
“most of the time” (76.4% over 69.5% in 2016), while a lower rate of customers noted the same in the online survey
(53.2%). Customers surveyed by phone noted their top three expectations of Lodi are “low rates / affordable
service” (70.2%), “uninterrupted / reliable service” (52.1%) and “good customer service” (51.9%).
100.0%

Q

Compared to PG&E or other utilities you may know about, to
what extent does Lodi Electric meet your expectations?

75.0%

52.1%

51.9%

Low rates /
affordable service

Uninterrupted /
reliable service

Good customer
service

(Phone respondents)

50.0%

25.0%

70.2%

34.6%

38.6%

37.8%
34.9%

(Phone respondents)

Top Three Expectations
30.9%

22.3%

All of the time

(Phone respondents)

18.1%
Most of the time

12.1%

17.6%
10.1% 8.2%

Some of the time
2016
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25.2%

2019 Phone

Not at all

2.3%

3.3%

4.0%

Don't know

2019 Online
Slide / !26

Public ownership important to customers
Nearly three-fifths of customers surveyed by phone (59.6%) were aware Lodi is a
“Publicly Owned Municipal Utility” (51.8% in the online survey). When asked to rate
the importance of several characteristics of municipal utilities, customers prioritized
the “quick turnaround time in responding to outages” (90.0% phone, 82.4% online)
and “staying on top of maintenance and keeping up with investments in
infrastructure” (89.2% phone, 84.1% online).
100.0%

75.0%

90.0%

82.4%

89.2%

84.1%

85.8%

86.8%

59.6%
are aware Lodi is a
“Publicly Owned
Municipal Utility.”

77.1%

51.8%
Of online
respondents reported
the same

76.2%

50.0%

25.0%

Q

Quick turnaround time
in responding to outages

Staying on top of maintenance and keeping
up with investments in infrastructure

Keeping costs low because the
utility is not for profit

Please tell me how important each statement applicable to publicly-owned utilities is to you on
a scale of one to ten where one (1) is “not at all important” and ten (10) is “very important.”
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Access to policymakers who establish rates,
regulations and new customer programs
2019 Phone (positive ratings of 7-10)
2019 Online (positive ratings of 7-10)
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Improvements in bill, discount programs
In 2019, an increased frequency of customers surveyed by phone noted “Lodi Electric charges are easy to understand” (84.4%
over 79.8% in 2016) and “City of Lodi utility bills accurately detail the separate charges for electric, water, wastewater, and solid
waste charges” (87.9% over 84.6% in 2016). An increased frequency of phone respondents also noted Lodi’s energy
assistance programs for low and/or fixed income customers (82.1% over 66.6% in 2016) and medical discount program
(85.3% over 64.8% in 2016) are adequate. Several focus group participants did note confusion surrounding navigating the
charges for multiple services, and some confusion with the bill make-up in general.
Statement…

2016
w/o DK

2019 Phone 2019 Online
w/o DK
w/o DK

Lodi Electric charges are easy to understand

79.8

84.4

52.0

City of Lodi utility bills accurately detail the separate
charges for electric, water, wastewater, and solid
waste charges

84.6

87.9

72.6

Lodi Electric has adequate energy assistance
programs to help low and/or fixed income customers
with bills

66.6

82.1

29.2

Lodi Electric has an adequate medical discount
program

64.8

85.3

38.3

-

“I wasn’t home for half the month and the bill
was exactly the same. It doesn’t make any
sense.” - Resident

-

“What I was also going to say is that even in the
City of Lodi bill it does give you what you were
last year at that same time and the fact of the
matter is that you can look and see maybe if you
changed something drastically. “ - Resident

-

“I was going to throw in there that we have solar,
so we actually get two bills. Our electric is on a
separate bill and all the other stuff is lumped
together on the city bill. “ - Resident

Note: Copy in blue italics are quotes transcribed verbatim from the focus group session.
Copyright 2006 - 2019 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.

Slide / !28

Rates viewed as higher than surrounding utilities
There was a decrease in customers surveyed by phone in 2019 that perceive Lodi’s rates to be “higher than surrounding
utilities” (43.8% from 50.2% in 2016), and a corresponding increase in phone respondents that noted Lodi’s rates are
“about the same” as surrounding utilities (25.8% over 19.4% in 2016). However, a higher frequency of customers surveyed
online (56.5%) perceive Lodi’s rates to be “higher than surrounding towns.” Over three-quarters of customers surveyed by
phone are satisfied with the quality of electric service they receive for the price they pay (61.2% in the online survey).
100.0%

75.0%

50.0%

Q

Now, please think about the prices that you currently pay for electric
service. Would you say the prices you pay are higher than surrounding
utilities, lower than surrounding utilities, or about the same?

50.2%

77.5%
Of phone respondents are
satisfied with the quality of
electric service they receive for
the price they pay

56.5%

61.2%
Of online respondents
reported the same

43.8%

25.0%

19.4%
6.3%
Higher than surrounding utilities

9.0%

7.2%

Lower than surrounding utilities
2016
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25.8%

2019 Phone

15.1%

About the same

24.1% 21.5% 21.2%
Don't know / unsure

2019 Online
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Find outage restoration time acceptable
Impressively, four-fifths of customers surveyed by phone (80.7%) have not experienced an outage in the last 12 months
(62.6% in the online survey). Of those that did experience an outage in the past year, there was a slight increase in
satisfaction with the time it took to restore their power (83.7% in the phone survey and 85.6% in the online survey over
81.2% in 2016). Less than one-fifth of customers surveyed by phone are currently using the alert function on
lodielectric.com for information on outages, planned maintenance and emergencies.

100.0%

Q

How satisfied were you with the outage restoration time?

75.0%

50.0%

80.7%

85.6%
83.7%

48.1% 49.0%
39.5%

25.0%

Of phone respondents
have not experienced an
outage in the last 12
months

46.1%
33.1% 34.7%

Somewhat satisfied
2016 (N=181)

Copyright 2006 - 2019 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.

62.6%

Of phone respondents
currently use the alert
function on
lodielectric.com

Of online respondents
reported the same

7.2% 10.2% 9.2%
Very satisfied

15.5%

Somewhat dissatisfied
2019 Phone (N=98)

6.1%

3.1% 5.3%

Very dissatisfied

21.9%
Of online respondents
reported the same

5.5% 3.1% 0.0%
Don't know

2019 Online (N=76)
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Positive relationship with Lodi
Among customers surveyed by phone, Lodi Electric scored a net positive score (advocate + loyal + satisfied customers) of
81.6% in 2019 (55.0% in the online survey). One-quarter of customers surveyed by phone (25.0%) described themselves
as either “advocates” or “loyal” customers of Lodi, with 24.1% reporting the same in the online survey. Further, over threequarters of phone respondents (76.2%) have “a great deal” or “some” trust in Lodi (51.8% in the online survey).
100.0%

Q

How would you best describe your
relationship with Lodi Electric?

76.2%

75.0%

50.0%

53.0%

of residential customers
have “a great deal” or
“some” trust in Lodi

56.6%

21.5% 19.1%
17.4%

20.8%

15.3%

2.9% 3.5% 5.0%
Advocate

6.0% 3.2%
Loyal

Satisfied
2016
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2019 Phone

Of online respondents
reported the same

33.1%

30.9%

25.0%

51.8%

Less than Satisfied

11.9%

DK/neutral/no relationship

2019 Online
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Website is easy to use and informational
The most preferred method to look for information about Lodi Electric among
both customers surveyed by phone (56.1%) and online (81.7%) is Lodi
Electric’s website and /or the internet. This was followed by mailers or bill
inserts from Lodi (35.5% phone, 33.8% online). The majority of customers
surveyed by phone (71.3%) gave positive ratings for the “ease of finding
information” on Lodi’s website (48.4% in the online survey). Over threequarters of phone respondents also gave high ratings for the “quality of
information” on Lodi’s website.
Preferred Communication
Methods…

2016

Lodi Electric website / Internet

62.7

56.1

81.7

Mailer / bill insert

24.4

35.5

33.8

Newspaper

9.9

8.0

15.8

2019 Phone
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2019 Online

71.3%
provided a positive rating for
“ease of finding information”
on LodiElectric.com

76.9%
provided a positive rating for
“quality of information” on
LodiElectric.com

48.4%
Of online respondents
reported the same

47.9%
Of online respondents
reported the same
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Communication preferences vary
Communication preferences varied between residential and commercial customers in the focus groups and in-depth
interviews. Residential customers noted using Lodi’s website; some customers noted difficulty in navigating the website,
while others noted bill payment on the website is easy but finding information is not. Commercial customers, on the other
hand, prefer to communicate with Lodi through text message and e-mail alerts when necessary, while some utilize the
website when seeking information about Lodi. These customers also seek an increase in face-to-face communication with
their key account manager.
Residential customers:

-

“Lodi’s website used to be so efficient and easy. About 3 years ago everything changed, and it became impossible to go on and pay your bill. It would boot you back out.” - Resident

-

“It’s pretty easy. I just did mine today so it is easy to pay your bill but to try and get information I cannot do it.” - Resident

-

“I would definitely say an app for those of us who are more tech savvy because if you give my husband an app where he can do all of the finding this, that and whatever; he’s going to
use it, he’s going to improve our home with it. Yes, I realize, because I have a mom too; she would not be good on that. So, there is that; making sure each age demographic is getting
the information.” - Resident

Commercial customers:

-

Prefer to receive alerts through text messages and e-mails, and look for
information about Lodi on their website
Currently receiving information from Lodi when electric bill is received
Seek an increase in face to face communication (rather than autogenerated messaging
Feel Lodi’s communication with key account customers has improved in
recent years.

-

“Astrida has been a game changer” - Commercial customer
Current communication described as “accommodating, quick to
respond.”
Have a high level of trust in Lodi because of their frequent
communication with customers communicate
“The website is antiquated, but the information is all there” Commercial customer

Note: Copy in blue italics are quotes transcribed verbatim from the focus group session and in-depth interviews.
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Strong awareness + interest in C&I programs
Commercial customers noted an overall strong level of awareness in several programs Lodi offers to its commercial customers.
Customers were interested in learning more about several programs including the LED lighting program. Reasons for not
participating include organizations not being able to fulfill the program’s requirements, and a need to know more about the
benefits of a program before enrolling.
Program 1: Rebates per a schedule on certain types of equipment
purchased:

Program 3: Zero Percent Energy Efficiency Financing Program:
Majority are aware of this program.

Majority are aware of this program but have not filled out the

Need further education on the benefits of this program and “why it

paperwork to participate.

would be better to finance through Lodi rather than on our own.” -

Some wish that Lodi Electric offered more rebates on energy efficient

Commercial customer

equipment than they currently do.

Other companies noted they would not be interested in or likely to

Program 2: Customized program that includes LED lighting (but is
not limited to LED lighting.)
There is some awareness of the program among commercial

participate in this program because their organization does not do
outside financing.
Program 4: Economic Development Rate Rebate Program:

customers.

There is strong awareness of this program among customers.

“Not currently an attractive program. May participate if it was a more

Several commercial customers interviewed are already participating in

attractive program. We need to see a more aggressive program.” -

this program.

Commercial customer

One customer was interested in the program, but its requirements /

Customers are interested in learning more about the program.

restrictions disqualify his organization from participating.

One customer noted his company has participated in the program for
outdoor lighting and is looking into using for their indoor lighting now.
More education is needed about the cost of enrolling in this program.
Copyright 2006 - 2019 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.
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Considerations
๏

Focus on customer service and contact resolution improvements. Focus group participants noted some
difficulties in dealing with Lodi Electric’s customer service department, specifically with regards to resolution of their
reason for contact. While the rate of contact resolution increased from 2016, there is still room for improvement in this
area, especially since customers expressed greater satisfaction with Lodi’s customer service personnel and the
company overall when their issue was resolved upon the first contact. For this reason, it is recommended that Lodi
investigate the training process for its customer service staff and evaluate the knowledge-base of representatives with
respect to Lodi’s bill payment, customer programs, and website. Ensuring that these representatives are well-educated
about possible customer issues and needs will enable them to answer the majority of questions without having to refer
customers elsewhere or leave them without a resolution. Improving contact resolution and the customer service
experience overall may help boost customers’ overall satisfaction with Lodi.

๏

Implement a commercial customer quantitative survey. Whereas the in-depth interviews captured some
commercial customers’ perceptions of Lodi, these only uncovered the opinions of six commercial customers in
comparison to the opinions of nearly 900 residential customers. Thus, while allowing the ability to capture more in-depth
perceptions of this customer base, the interviews did not cover a sample of commercial customers that is representative
of the entire commercial customer base of Lodi Electric. For this reason, GreatBlue recommends conducting a
quantitative commercial customer survey, similar to the residential portion, that would allow a more representative
sample of Lodi’s commercial customer base and enable the ability to compare commercial customer and residential
customer data in a more apples-to-apples fashion than the interviews allow.
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Considerations
๏

Perform UX Testing of LodiElectric.com. Several customers in the focus group noted complications when
accessing Lodi’s website to complete tasks such as bill payment or search for information about program and service
offerings. Since the majority of customers seek information about Lodi Electric through the company’s website, Lodi
may considering conducting a “UX” (or “user experience”) test of their website. This will help Lodi identify any painpoints or obstacles when navigating the website to learn specifically where improvements in design and functionality
should be made to give customers a more optimal experience on this platform. In a UX test, participants are asked to
navigate a series of task flows on the website to mimic a customer’s common experience navigating the site and
evaluate the ease of finding and performing certain tasks. This will help Lodi develop a roadmap for improving their
website’s functionality and ease of use.

๏

Reintroduce energy conservation / renewable energy topics to 2020 survey instrument. Customers provided
lower ratings for Lodi’s ability to “help customers conserve electricity” than other organizational characteristics
measured. In order to boost ratings in this area, it is recommended that Lodi reintroduce questions from the 2016
instrument regarding renewable energy (energy efficiency audits, rebates for energy efficient appliances, solar rebates,
etc.). This will allow Lodi to dig deeper into awareness of the company’s current programs that are designed to help
residential customers conserve electricity, and identify any reasons customers may have for lack of participation in
these programs. Improving customers’ awareness of these programs and evaluating ways to make these programs
more appealing to customers may help Lodi refine their residential offerings and ultimately boost customers’
perceptions of Lodi’s efforts in helping customers conserve electricity.
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